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Background 


The Free Hetherington has now existed for two weeks. In that time, we have achieved significant 

successes, but have struggled from inconsistencies in our communications. We haye, pethaps, ao c 

been surprised by our success in holding the building for this longg and attracting so many [er a 
h 
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campaign, and have failed to present a min narrative to Wehavenot 
addressed peeple’s emotions. ip. . L- ee i 
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Narratives Se 2 a 
Due to the diversity of the participants, there are a number of competing narratives available 
internally: 

e We are a campaign to get the postgrad club back 

e Weare a campaign against cuts to the university and/or cuts in general 

e We area ‘free’ sakes ion} 

e 


We are an organisational / campaigning base for the left 


C Reston university management are pushing an alternative narrative: 
~~ We are a group of violent, antidemocratic extremists from 4lte political fringe 


yeas ‘ a 
Med. 4 pble, Ben 7 
oO cial Voice ase trike. 
eople ardused to dealing with nonhierarchical organisation or workin in an aetuat 
democracy. This is not their faultgand it is our job to.help to educate them. At “ ce. 
ta TS Aceuoagire S ee fe 
Our official voice is seen as one “character” ‘/ “person” by people omthe-outside. This ia air: Wrox 
“character” plays the leading role in the narratives in the last section. This is not something we a fins 
can avoid. s 


Official Communications Channels __ 

The following communications channels appear to outsiders to be under the control of the 
“official voice” character. 

PR / News Reports / Interviews 

Free Hetherington Blog 

Glasgow Occupied Facebook / Twittet 

Free Hetherington leaflets 


The building itself - posters, leaflets and so on. ESPECIALLY the corridors and the 
main leaflet table, ic “front of house” 


Unofficial Comms Channels 
We also communicate by: 
° Meeting face-to-face 
e Word of mouth - on and offline 


e Anything said by anyone claiming to be a membet. 
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Ladder of Engagement _ ep a Pay 


Why We Communicate. -- 


Strategic Aims 


{> Build and broaden our support base, both on and off campus 
¢ {9 Build support for anti-cuts campaigning in general 
Eee 
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Key Factors inotigale poe a t wnstigelrs 


The aim of all communication is to provoke action. At the same time as poring action, we 
wish to establish a narrative. People are busy and bumtan short-term memory can only hold a few 
items. As such, communicating a narrative requires: 

Tempo q No pat then, 
Repetition be og 


Consistent Message 3 mx if 
No more than 3 messages per communication Heer fa 
In order to achieve tempo and repetition, we.should ask for actions that as us to nae the 


communication - we want people to sign up to the mailing - , Jike the facebook be ool 
4, ¢ gt 


visit the Free Hetherington. SUCK ay 


A common tool in pou it marketing is what is called a“ladder of engagement. 
describes the path that leads an uninvolved person into becoming a full-blown for the 
organisation.[This is in order to focus the correct kind of communication on the correct stage of 


the process] Qf 40) ae ; 5 
OVZzwatos Activist”, ol orks j 


Rung Activities 
_{one-cemore)- 


Regularly attends FH / demos / meetings 


Participant Advocates us strongly to friends 
Pops by FH intermittently local y 
ne Comes to some events aes 
Repeat Visitor We have contact details Aad 
Talks about us to friends dt Vomit 7 0 
: bakin 
Visit the FH once. nm he 
Contacted See a leaflet / facebook 1S sontance 
| Hear about us by word-of-mouth 1 chore 
Uncontacted 
SS 
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Character Sketches ss f Teh ide Has 


Below are some character sketcheggto aid in| th 
Meode switch” all the time, peaking to different people i erent ways, As you write, 
un) i tedilng that you are speaking to the following charactery elp you to write in an inclusive 


manner. yee Le 
re) 
APN Theta ye 


These character sketches are ae: conducted on-campusy et-are deliberate 
amalgams of character traits from multiple people rather than real people themselves. 


All of these people fall into the Xuncontacted” or Xcontacte* groups. The first.aim of our 
communications is to turn them into ‘repeat visitors”. 


(these 3 mug? 


ice 
ic is a 2nd-ycar student at Glasgow University. She came to university because it was expected 
of her. She votes LabourYwh€n she bothers voting. She drinks in the QMjone night a weeky 
when she’s not studying. She watches IV News but doesn’t-really pay much attention to politics. 
lWhvoin, Noto An of 
She is not too worried about cuts to her departmentyas she will still qualify. Nonetheless, she is 
&.{ concerned that her department may lose prestige with employers. She thinks that Glasgow has to 
nee !"~ fnake these cuts, and blames the government. She is worried about cuts hurting the economyy 
but she feels that they are inevitable. She is sympathetic to the plight of her younger brother, 
who is meant to start [university soon. 
She dees#'t really understand what the Free Hetherington is, but is amused by our gall. 2 
Ita po F ba i nee 
Bob Ye ws 4 3 4! vidy storee * 
oh Is a post-graduate at Glasgow. He misses the postgrad cluby of which he has many happy 
memories. He now drinks in the Doublet or Tennants. He reads the Scotsman or Herald. He 
voted Lib Demgbut is now completely disillusioned with politics. 
( 2 Since he lecore — h 


; department has largely avoided the cuts. He is sympathetic to the staff and students who will 
be affepied-He is suspicious of political parties and finds the student left hyperbolic _(“shrill”, he 
might say). He is scared about what the cuts will mean for his children. He does not think that in it 


| 
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fighting them is possible or that demonstrating achieves thingy = oA ips 
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He is worgied about the Free Hetheringtong because he sees the anticuts protest component as 
poinl&é, the people therein as “taking themselves too seriously’zesel ‘Wishes the postgrad still 
existed as it was. He feels a sense of ownership of the buildings and a responsibility for: 

actions carried out in its name. 


Carol 


Pcarot is a fourth-year student. She is very busy with coursework. She reads the Guardian and the 
BBC websiteyaisel Votes Green or SSP. She rarely has time to drinks but she goes out into the 


clubs in town if there’s something good on. 
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She is very worried about the cuts in general, as a political matter. She has never been involved in 
activism but is sympathetic to the left and the anticuts movement. 


She doesn’t know if the cuts can be stopped but was heartened and inspired to see the Free 
Hetherington o ; 
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David 
4 David is a staff member at Glasgow University. He reads the Evening Timeg,and votes Labour. 
He spends most of his time with his kids ppt manages the odd sly-hal£down his local ia Mount- 
Florida-where-he'tives. He Soesp’t have a am account. rd 
AGO “Nat ae 
He is terrified of losing his job in this economy; especially undet a Tory government. He hopes 
the union can save his job but isn’t convinced. : 
he o ne 
He has heard of the Free Hetherington but isn’t too botheredvhat the students are up to. He is 
scared to be seen to be involved in anything too radical, in case this threatens his job. 
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Recommendations 


Management and Democracy 


[Anyone speaking using the Free Hetherington’s “official voice” should have read this document 
or an equivalent, as approved by a general meeting) They should strive at all times to remain 


i SE aw the meetings whilst using the official voice. They should imagine that 
y \Xt th writing to the character sketches provided in this document (or others of similar nature), 


‘anttbe guided by the recommendations below. 


XY 
mi 
NW \ Key Messages f t 
ye ¢ We are an anti-cuts protest nuged A 
¢ We are an events space - “a place for debate and discussion” AW acai 
We offer hope for the future be adi 


am 
Anti-cuts should be our first message, as we have a choice: are we an events space that is A of 
anti-cuts, or an anti-cuts space that does open eventsA\I believe we are the latter. -O eN 7) 


We must also look to inspire people. As we saw from our character sketches, many people do 
not believe that the cuts can be fought, even though they are upset jie cuts cannot be protested, 7 
then the Free Hetherington - and all anti-cuts action - is pointless and self-indulgent. Pop CORES, < 


What we can offer people, emotionally, is a living, physical example of hope. This should be the 
core of our emotional appeal. If we can inspire people to believe that fighting the cuts is 


Possibl¢<many more will see our actions as justified. 
than. 
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Official Voice Rules ont y 


- In order to remain democratic, this 
ind tone. 


It is therefore Vital that,all of the “official voice” communi 


by different individuals )ppea to speak in one voicepabo! 


cations rhs the tasks are carried out 
may still do as they pl 


p ut one natrative. Note that indivi 

¢, fst not under the Free Hetherington name. ai ligiendatims 
i i SoA- 

If this rule is to be broken, then i - ‘ Z 


: campaigns and supporters” 
individual free speech whilst maintaining democratic 


outsiders : common voice. 
as et 
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Official Voice Character 

While remaining political and firmly anti-cuts, the official voice should also be reasoned, careful 

and “conservative” by comparison with ipdividual activists. / } : wl 
MnO ren hn 


= dak. a Loy dh 
Radical and controversial actions can still be highlighted by the official voice - a link tA poston’ Uhutr 
another blog is not as official as a post on the FH blog. No one will care that much that the 


official voice approves of an action if the official voice is not seen as directly responsible for the 
action. 


Nosemmgacnging ST eter aud dexf. 

Foeus on the positives — What po he os, Needs Cor oe 

‘Talk about us, not others (ie do not respond directly to criticism)) Oe on 
Be firmly anti-cuts lorrtisigytpl> 4g 


Offer hope and inspiration X 

Always call the building “the Free i Dili al rt “the Hetherington" - never of? 

“HRC” or “postgrad” = Co VU. { (Gees of on Jee. oe 2s 

¢ Be kind and friendly even in the face of extreme provocation tae 7) : “vw eA 3 mN 

ey 

(ger. 

| Narrative C2) 

| We have occupied the old postgrad cluby and re-opened it as an anti-cuts protesty/the Free 

| Hetherington. As it is a fantastic space, we ate providing services to students, the local 


community, and the anti-cuts movement. We are living proof that hope is possible, gains can be| 
made, and the cuts can be fought. 


£ Well the pebble. a) bat; Wee ooh a Pe 
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Connect with the reader. 
Offer a Reward 

Ask for an Action 

Make it Memorable 


\ The example CRAM listed here is intended to inspire rather than limit our communications - 


these are not the only possible connections, actions or rewards! - 
- r 
wy eo oe 
Connecti org Raed L Pl ak, hee 5) 
ections (PO peo “of oy wf 
The best connections come fro! personal stories. We should aim to tell personal stories that 
relate to our readers. From the chara 


acter sketches and key messages, some obvious examples 
emerge: 


e — Stories of staff / students having their departments cut 

© — Stories of high school students fearing for their future at university 

© — Stories of people who have enjoyed or been inspired by the Free Hetherington 

© — Stories of people who have won previous similar campaigns (eg Crichton campus) 


Rewards 

‘The rewards we offer are twofold: | Loy. | 
e Practical: eg free food, free tea, events | 
e Emotional: hope, support, community in the fight egainst the cuts 


Key Actions | 
e Visit the Hetherington casually Ve dD. 
e Come to an event / meeting / demonstration 
¢ Give us contact details 


Memorable Te. 
ir personal stories will help to make our messages more memorable. Graphic design is also 


n important factor. 


Repetition is vital: By defining key messages, we reiterate them across multiple communication: 


ae 


